With the advent of Internet and the Web 2.0 operations along with the social media tools, we have research reconsiders media events in the digital media field and suggests that political selfies can be regarded as a new type of image events, which challenge the obsolete representations of the traditional political figure with an aura of proximity and intimacy. Based on a number of well-known and striking political selfies and drawing on theories on media events and celebrity politics, we argue that, compared to the past, this new activity can contribute to attract public attention and build renewed personal brands of the political actors.
Introduction
"We're in standard class, as usual, and a couple of people walk up and ask if they can take selfies. Soon there 's a stream of visitors." Ed Miliband, interview to S. Hattenstone, The Guardian, 7 th March 2015 proclaimed the word of the year by the Oxford Dictionaries; a choice that reflects the frequent use of the word. With the advent of smart-phones, equipped with high quality cameras, more and more people take pictures of themselves for various purposes, ranging from the social to the professional ones. This new habit of selfportraits extends the existing practices of image creation (Rettberg, 2014; Schau & Gilly, 2003) . Given the importance of personal photography in processes of identity formation, the ways we capture and disseminate our selfies in the cyberworld have notable repercussions on how the others perceive us. The popularity of selfies along with their role in identity and image formation have attracted the interest of many scholars from various disciplines (Ardévol & Gómez-Cruz, 2012; Fausing, 2013; Houghton et al., 2013; Gye, 2007; Bruno et al., 2014) In the digital age, the snapshot has become a key mode of communication for many people who want to record and publish their lives. Various platforms like Facebook,
Instagram, Flickr and Photobucket, among others, are there to host our photos and allow us to communicate our own stories and messages. As Chalfen (1991: 5) argues, personal photography is 'primarily a medium of communication' and selfies in Gye's (2007:282) words, "reflect the view of ourselves that we want to project out into the world". The use of self portraiture has been extensively used by politicians around the world. The idiosyncrasy of this new practice permits various uses through which each politician can serve different purposes. We discern four distinct, but interrelated uses of selfies that serve the needs of the politicians:
(a) Self generated material, disengaged by traditional media
Mobile phone photography allows politicians to produce their own images and disseminate them in the selected platforms. Political actors, independent from professional photographers' and paparazzi's practices and desires, can make their own visual claim, deciding upon the kind of images they want to project to their electorate.
As neither traditional promotional photographic material nor paparazzi's snapshots will cease to exist, we mainly refer here to those photos that portray the more spontaneous, naturalistic and unpretentious depictions that selfies could insinuate. Applications such as Instagram (with more than 7 million users in its first year of operation (Aguayo & Calvert, 2013:181) , Tweeter or Facebook allow users to reach various audiences with whom there is a high possibility of interaction (Bakardjieva, 2009; Boyd, 2011; Graham, Broersma, and Hazelhoff. 2013; Boyd, D. 2011) .
(b) Sense of intimacy
The fact that selfie has been extensively used by common people in a carefree way endows the practice with an aura of laxity and intimacy, which is metonymically transferred to its users. Though in reality, many of the selfies that are being taken involve the narcissistic need of looking good as happened in most photos (Fausing,2013; Ardévol and Gómez-Cruz, 2012) , the fact that many of these snapshots portray spontaneous moments of us, alone or with others, is enough to 
(c) Political branding tool
As Jacobs (1981:104) suggests, ''we use snapshots to communicate to ourselves, and to those around us, and to those who will succeed us, that in fact we exist. With snapshots we become our own historians, and through them we proclaim and affirm our existence". Taking this into consideration along with the above mentioned characteristics, self portraits can reflect how a person wants to be perceived. Selfies enable us to customise our image and partly control the building of our reputation (Rettberg, 2014; Lasén & Gómez-Cruz, 2009 is not confined in the pre-electoral period. In the constant chase of fame and selfpromotion within the political world, selfies of politicians with celebrities have been added in the toolkit of political spin doctors.
(d) Media attention device
In the context that the media have always been attracted to political imagery both as producers and reproducers (Marland, 2012) , selfies could probably function as an informal press release. Political selfies per se or even the procedure of a politician taking a selfie have frequently been in the epicenter of media attention. Selfies attract media attention and they even become front-page news. Despite the fact that publicity does not always have the desirable results, it certainly achieves a universal goal for any politician -known or unknown -aspiring to become popular, to claim his/her existence and to communicate messages (Holt, Shelata, Strömbäck and Ljungberg, 2013) . In any case, we should not disregard the fact that even virtual campaigns function in conjunction with traditional campaigning and in this sense both new and traditional media are necessary.
"Mediatization" is still evident and important, taking new patterns, but reflecting a well known situation, where despite the expanded and constantly renewed power of the media the world of politics has retained control as to the function of political procedures (Mazzoleni & Schulz, 1999) . To be more precise, this control has taken on new dimensions, where the repercussions of "mediatization" are sometimes hardly predictable. This is the case because in the current participatory culture of digital world, media events -as part of a process of politics' mediatization -have met new ways of implementation, where a wide range of players (politicians, audience members and journalists) are entitled to be both media users and content producers.
Reconsidering media events in the digital media field
Media events are a special aspect of media's flow, susceptible to different understandings depending on the perspective of the researcher. In the majority of the academic studies they have been regarded as rituals, having a relationship with a content-specific setting of a particular era (Couldry, 2003; Cottle, 2006) , whereas limited research has been devoted to their economic dimensions (Kramer, 2008) .
Whatever the approach, it is indisputable that media events constitute a very dynamic phenomenon. The way they are perceived and produced is affected by the characteristics of the communication landscape, including the number of media institutions, their technologies as well as the degree of the existing competition.
Initially (that is over the first 50 years of broadcasting) media events were interpreted as a form of ritual, as public ceremonies of historical character, broadcast live on television, a perspective adopted by Dayan and Katz (1992) . More precisely, they detected three basic "types" of media events: the "contest" (such as big sports events), the "conquest" (such as the televisualised form of the first visit to the moon) and the "coronation" (such as weddings, funerals, commemorations) (Katz and Dayan, 1986: 135-144; Dayan and Katz 1992: 25-53) . Defining media events as "the high holidays of mass communication", as the exceptional interruptions of the monotonous daily routine, that render everydayness something special, they saw in them a distinctive "genre" of the media world, different from other patterns or genres (Dayan and Katz, 1992: 1).
In short, among the major features attributed to these special public ceremonies were the following (Dayan and Katz, 1992: 5-12): a) They turned audience's thought and attention to outstanding things, b) they referred to happenings with unpredictable evolution, transmitted in real time, c) their value derived from the fact that they were taking place outside the traditional studios and their organization did not depend on the media companies but on public bodies with whom media cooperated, d) Before the events' realization, there was a phase of careful planning, preparation and advertising so as to ignite feelings of anticipation and impatience, e) At the time of their presentation they were treated with reverence, respect, solemnity and awe. Even when conflict was part of the event, emphasis was placed on reconciliation, f) They were enclosed by a particular worth of viewing, propagated by the public, and derived from media's unanimity in presenting them, g) They were watched by large audiences in an atmosphere of celebration, gathered in groups, "integrating societies in a collective heartbeat".
With the advances in broadcasting technologies addressing media events as ceremonial events soon turned out to be an obsolete perspective. That's why scholars made new references to "disruptive events, such as Disaster, Terror and War", characterizing them as "co-productions" between the broadcasters and the perpetrators of disruption (Katz & Liebes, 2007: 157) . These events, albeit unexpected and mostly unwelcome, were seen by the academic community to rise in importance, receiving live broadcasting coverage. This was considered to be the world of news events, typically consisting of stories of some conflict. Nevertheless, other types of popular media events have still been focusing on the "process of reconciliation", since as Katz Ferreira, 2014) .
ii However, the contemporary highly active group of digital media users may as well include politicians.
Thereupon, in modern societies, where the online environment has caused the blurring of boundaries between content producers and audiences, politicians function as media producers through the increasing use of social media (Ekman & Widholm, 2014) .
This new role destabilises the traditional relationship between politicians and news journalism in the sense that it alters the dynamics between reporters and political sources. A new type of "mediatized interdependency" or interrelationship emerges, since due to the use of social media both politicians and journalists have the potential to be both "media actors" and "media sources" (Ekman & Widholm, 2014: 5) .
iii Within this context, political selfies can be conceived as image events in the sense that they constitute an interruption to the traditional political communication tactics and a partial disengagement from traditional media. Political selfies, as described above, are a user-generated practice that can be transmitted in real time and attract people's and media's attention. Selfies, as a practice and as an output, have the potential to reverse the media game; they can give politicians mastery over something that was often out of their hands: they can create their own image events without the need of mediators. Elected officials can share a moment that they like, the public gets excited to see it, and there's no "middle man" in the process. However, selfies, albeit commonly regarded as light-hearted self-depictions, do not constitute "innocent" tools of political image making. Political selfies can introduce risks and can easily provoke scathing criticism. 
